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Abstract
Creativity, innovation and entrepreneurship are slogans that have become an 
integral part of modern tourism economy. Creativity and innovation of tourism 
economy as well as the meaning of creativity in tourism business are intensely 
discussed. Today, creativity is being frequently analyzed as a basic feature of actions 
performed on a daily basis in terms of both personal and professional life, a feature 
that every employee is required to possess. It means that employers and, above all, 
the education system must feel it necessary to develop certain conditions in which 
human creativity can be shaped, which is understood as a system that enables us to 
adjust to constantly changing environment and take a risk to apply new solutions to 
particular problems. The article aims to present the role of creativity in development 
of innovation in tourism as well as factors that improve it. The analytical part of 
the article will concentrate on the analysis of, inter alia, two significant groups of 
creativity determinants: factors related to availability of qualified staff on the local 
labor market as well as info-structure of tourism businesses.
Keywords: creativity, innovation, IT, cooperation, tourism.
Introduction: creativity and innovation
In recent years creativity has seemed to be a significant aspect in processes of 
initiation, realization and commercialization on the market of innovation. The 
expressions of innovation and creativity are mis-equated with each other. We 
can briefly say that creativity means an idea, whereas innovation denotes 
an idea including its value. Being creative is an ability to imagine things that 
have not existed so far. It also means searching for new solutions using new 
forms of labor. Creativity may stop at the level of human mind. Innovation, 
however, must bring a measurable effect.
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This, obviously, does not mean that the two terms cancel each other. 
According to Altshuller, innovation is a complex phenomenon, a set of abilities, 
a different way of organization, synthesis and expression of knowledge, 
perception of the world and creation of new ideas, perspectives, reactions 
and products. The author sees a necessity of creative processes in innovation 
and stresses the relation between innovation and creativity (Altshuller, 
1986, p. 6).
Creativity is a relational and context phenomenon -  both its chances of 
forming and later demonstration as creative and innovative actions take place 
in interactions with other people and the context of action. In order to ensure 
that creative actions are taken in a great scale and result in innovations, it 
is necessary to have certain conditions that encourage people to think this 
way -  "an atmosphere for creativity", without which there is no real chance 
to apply innovation actions and make them last.
Therefore, creativity is a source of innovation, and its development is 
fostered by a proper organizational culture of an organization that should 
be open to any changes and new ideas of its employees, accept the right 
to make mistakes and become ready to take a risk related the creation of 
a new innovation value chain. Toyota is a perfect example of an enterprise 
where such culture has been successfully implemented. A model of Toyota 
organizational culture prefers creativity and eventually innovation that is 
strictly connected with the Japanese philosophy of Kaizen, focusing on an 
approach to continuous improvement of all processes within an organization. 
What is important, it applies to each member of the organization -  from 
a manager to a front-line employee (Liker and Hoseus, 2008, p. 135). This 
forms the basis of the Kaizen philosophy and Toyota's huge success was built 
on is a conviction that everyone has some unused skills and abilities, discovery 
and application of which may bring some rational profits for the company.
More and more tourist businesses realize how important an organizational 
culture that encourages development of creativity is. The leaders in the 
field are especially big businesses that are applying employee gratification 
programs that reward employees for their good and valuable ideas. Hunting 
and motivating the most skilled and developmental employees to improve 
their qualifications, pointing the path of development and a possibility 
of further education, e.g. trainings, studies or training programs at home 
or abroad, they all serve to develop creativity. As it may appear, small and 
medium-sized businesses have limited possibilities in this respect. However, 
their size and thereby a fewer number of employees should give supremacy 
in development employees creativity and hunting the most talented ones.
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Creativity of both employees and entrepreneurs translates into reaching 
a higher level of the new introduced innovative solutions (Table 1). Moreover, 
creative employees are more open to cooperation in creating and developing 
innovative solutions (Regional System for Innovation Support, www.rswi- 
olsztyn.pl).
Table 1. Internal factors directly determining building an innovation value 
chain in tourism




Desire to differ from others, 
Organizational skills.
Factors related to managers' experiences:
Education in the field,




Ability to organize work with people, 
material motivation, a need for economic 
success.
Factors related to the staff:
Ambitious and educated staff,
Creativity,
Openness to innovation, a sense of 
community of interest, identification with the 
company,
Positive evaluation as for the entrepreneur, 
Competent organization, involvement in 
innovative actions, general conditions of 
work and gratification.
Factors arising from the location of tourist 
businesses:
Limitations from the environment protection, 
Necessity of cooperation with local 
authorities,
Possibilities of cooperation with the 
institution of higher education or institutions 
of R and D
configuration of the infrastructure.
Legal and financial conditioning:
Business registration law,
Tax law,
Conditions of taking and repaying loans, 
Customer authorization,
Legal protection of intellectual property.
Factors related to direct market 
environment:
Customers' expectations as for 
innovations,
Cooperation with customers,
Innovation of competitive businesses,
No limitations when it comes to the access 
to market,
Situation on the labor market.
Past and present results of tourist 
business activities:





Source: Bednarczyk, Malachovsky, Wszendybył-Skulska, Strategic directions of tourism development. The 
casesofPolandandSlovakia.Retrievedfrom:www.rswi-olsztyn.pl/index.php?pokaz=189andl86=186andid 
menu=186.
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Everyone is able to work creatively and solve problems. However, the 
man or the environment is not always able to work out a mechanism to 
release such abilities on a continuous basis. However, if such mechanisms 
are worked out, entrepreneurs' innovative potentials of their organizations 
could be huge. Even if a single employee does not show great abilities except 
for the abilities to introduce minor, incremental innovations, the total of such 
actions may be impressive.
However, creativity is not the phenomenon of individuals working alone, 
but a social system in which actors interact and affect each other (Uzzi and 
Spiro, 2005, p. 448). Relations between actors facilitate the flow of information 
and knowledge, which has a great significance as far as stimulation of 
creativity is concerned (Bauer, Grether and Leach, 2002, p. 156). Employees 
of tourism enterprises can exchange information with each other (inside the 
company) or they can reach for the information and knowledge accumulated 
in the external environment. Because of knowledge dispersion, in order to 
provide the effectiveness of information processes it is necessary to link 
knowledge from different institutions (Kowalski, 2010, p. 11). It directs the 
attention of managers and owners of tourism enterprises toward information 
technologies, which support acquisition of knowledge from external sources 
(also thanks to strengthening the relationships with partners, which "opens" 
the access to their knowledge).
The basic function of information technologies is to enable and facilitate 
the handling of information streams (Lewandowski and Kopera, 2009, p. 211). 
When skillfully employed, they reduce the negative influence of physical 
distance on knowledge transfer effectiveness (Papazoglou, Ribbers, and 
Tsalgatidou, 2000, pp. 157-158), improve communication with environment, 
cause increase of knowledge exchange, improvement of learning processes, 
and development of new, complex interactions between individuals (Lazoi 
et al., 2011, p. 398-399). In this context it is worth noticing that ICTs may 
also influence an availability of well-qualified personnel on the local tourism 
market, which was demonstrated in (Kopera and Wszendybył-Skulska, 
2012).
Tourism enterprises can initiate activities aimed at development 
of internal and external info-structure. They can also use info-structure 
developed by external organizations. The importance of the activities of 
local self-government, and public administration regarding creation of the 
networking environment-facilitating interactions and cooperation between 
enterprises, educational and research institutions, as well as self-government 
institutions has been discussed in: (Kopera, 2011, pp. 540-541) and (Novelli, 
Schmitz, and Spencer, 2006, p. 1151). The current paper will present and 
discuss the correlation between development of external info-structure by
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SMTEs (small and medium-sized tourist enterprises) (aimed at facilitation of 
information streams between the organization and external entities) and the 
creativity of their personnel.
Research methods
The results presented in the paper were gathered in the course of the 
multi-year research project: "Managing innovative value chains in tourism 
regions". The project was aimed at identification of determinants influencing 
innovative activities of micro, small and medium tourism enterprises. It 
was assumed that innovation in the knowledge based tourism economy is 
achieved through application of the open innovation model, where the final 
result -  the innovation -  appears in the course of close cooperation of the 
main regional stakeholders. Thus, when observed from the SMTE perspective, 
innovation processes are determined by internal factors (innovation 
capabilities of tourism enterprises) as well as external factors (quality of the 
regional business environment, including regional cooperation platforms). All 
adequate factors have been identified and included in the initial research 
model. The presented paper refers to the factors from the internal group 
(creativity of the personnel and IT support applied by enterprises), as well 
as from the external one (availability of the well-educated staff on the local 
market and the quality of the tourism educational environment in tourism 
regions).
The initial research model has been operationalized to enable empirical 
research, which has been carried out using the survey method. The survey 
was conveyed among tourism enterprises from two neighboring voivodeships: 
Małopolska and Śląsk, which together form a southern region of Poland (NUTS 
1). At the same time they belong to the most attractive tourist destinations 
in Poland. To assure comparability with the results of the previous research 
project, enterprises representing travel agencies and HORECA subsectors 
were chosen to participate in the study. Out of the whole population 
a random sample was drawn. Considering the structure of the population, 
stratified sampling was applied. The research sample contained 420 hotels, 
411 restaurants and 238 travel agencies. This group was approached via mail 
with questionnaires. Respondents were asked to answer the questions and 
send the questionnaire back to the research team. Out of 1069 questionnaires 
sent only 60 were sent back. 5 of them were incomplete, which excluded 
them from further investigation. Finally, questionnaires from 55 enterprises 
were included in the further procedure.
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The results were statistically described and analyzed. For description: 
frequency distribution and for correlation analysis: Pearson Chi-square and 
Spearman's rank correlation coefficient were applied.
Due to small number of the returned research questionnaires the 
results cannot be treated as representative. It means that all the statements 
formulated in the course of their analysis should be treated as hypotheses 
requiring further investigation.
Analysis
Against the background of the foregoing considerations on the importance of 
creativity in development of entrepreneurship in tourism, a fair interpretation 
of the results of the level of one of the most critical components of human 
capital in tourism can be made.
The results of the studies are part of much broader diagnostic analyses 
of the construction of an innovative value chain conducted by the Team of 
the Faculty of Management in Tourism at the Jagiellonian University in 2011­
2012 under the supervision of professor M. Bednarczyk.
The analysis of the responses provided by the surveyed entrepreneurs 
showed that in most cases they evaluate creativity of their employees at the 
secondary level, which means that unfortunately employers' business needs 
remain unmet in this field. And yet, creativity of both employers and their 
employees is a feature that is essential in building and developing capacity 
for innovations of enterprises and regions. However, the level of employees 
creativity is dependent on many factors, including, inter alia, the availability 
of skilled human resources in the market. It is evidenced by the results of the 
studies (x2=7,2; p<0,00; cp=0,36) confirming the existence of a statistically 
significant relation between the level of creativity and availability of talented 
and creative staff in the market. Among the entrepreneurs that evaluated 
higher availability of creative staff, the vast majority were those who at the 
same time assessed the level of creativity of their employees more highly 
(Figure. 1). At the accepted level of significance, therefore, the occurrence 
of a difference between the ratings on these two aspects was confirmed, 
which led to the hypothesis claiming that the level of employees creativity 
depends on availability of creative personnel on the market. The value of 
chi-square statistics for the dependence of the level of employees creativity 
with respect to availability of creative personnel on the market shows that 
there are statistically significant differences (p<0.00). Higher availability of 
creative staff accounts for a higher level of creativity of those employed in the 
surveyed enterprises, as illustrated in the histogram below.
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Figure. 1. Histogram of distribution of ratings of employee creativity (l_l_c) 
with respect to availability of creative staff on the market (7_l_b)
Source: Bednarczyk (2013).
In addition to the assessment of the level of employee creativity, the 
respondents were also asked to assess the changes that have taken place in 
this regard in the past three years. Unfortunately, half of the respondents 
claimed there have not been any significant changes in the level of 
employees creativity. It is highly disturbing as it may mean that there are 
no appropriate motivation systems to encourage employees to develop their 
creativity. The primary responsibility of entrepreneurs willing to develop 
their innovative potential should be to develop mechanisms to stimulate 
both the entrepreneurs and the employees to act creatively. Creativity must 
be developed continuously so that it could become a potential to build 
innovation in tourism. It is not only businesses but also schools and colleges 
that are responsible for it. The system of formal education that should teach 
and develop creativity.
In the course of the study the correlation of IT development of tourism 
enterprisesandcreativityoftheir personnel wasalsoinvestigated.Asmentioned 
above ICTs applied by SMTEs facilitated access to high qualified personnel on 
the local market. In the current study the subject of deeper investigation was 
the association of IT support for cooperation and collaboration with external 
entities in development of new products, services and knowledge applied by
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tourism enterprises and the level of creativity of their personnel. Based on 
the collected data the correlation between both factors has been proven (at 
p<0.05). The staff of enterprises which developed a higher level of IT support 
for external cooperation and collaboration was more creative than the staff of 
other organizations. Based on the argumentation presented earlier, it can be 
assumed that extensive info-structure is a factor that facilitates creativity of 
employees. However, using the empirical material collected in the course of 
the study, the causal relation cannot be unequivocally stated. For this reason 
the above assumption should be treated as a hypothesis that requires further 
investigation to be proven or rejected
The role of education system in development of personnel creativity
The results of the presented research show that availability of creative staff 
received a relatively low evaluation. It is even more worrying that for many 
years now a number of schools for tourism industry have been growing, but 
instead of building more and more competitive creativity-related training 
programs they have been focused on mass education in accordance with the 
imposed standards. This inflexible approach to "mass audience" education 
did not contribute to creativity of young people. Hence, the assessments 
pointing out the low and medium-high level of creativity development in 
schools and colleges should not be surprising. Therefore, formal education in 
the regions does not contribute to creativity of human capital.
Education in the field of tourism, despite having been developed for 
years, needs some system changes both in Poland and Europe. L. Pender and 
R. Sharpley share this opinion, claiming that the tourism sector in Europe 
is characterized by relatively high homogeneity, but the accompanying 
education and training systems vary greatly due to the differences in the 
systems of vocational education and the status and nature of tourism in 
different countries and regions (Pender and Sharpley 2008, pp. 120-121). 
The solution to the problem is to be, as is assumed, the implementation of 
the European Framework of Qualifications, which will clarify all differences 
in recognition and validation of competences and skills in each recognizable 
field. Europe is becoming open not only by the abolition of borders in the 
strict sense, but also "opening employers'minds" on previously acquired 
skills seems to become a necessity (Bednarczyk, Łopacińska and Charraud
2008, p. 20).
Cooperation between science and enterprises was, inter alia, the 
subject of the Lisbon Strategy which resulted in a declaration defining 19 
postulates concerning the rules of cooperation between colleges of higher 
education and enterprises in order to enhance innovation of the European
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economy (Runiewicz-Wardyn 2008, p. 85). One of them points to the need of 
a significant increase in the share of public expenditure devoted to education 
and identification and tackling the obstacles in the education systems 
that inhibit development of the innovation-friendly society, in particular, 
implementation of better education and skills development in innovation. 
The issue of cooperation between science and business was also the subject 
of the OECD studies which were presented in the annual reports of the 
organization, i.e. interalia: "Science, Technology and Industry" (OECD Science, 
Technology and Industry Outlook 2012, 2012) and the seventh Framework 
Program (2007-2013) for Small and Medium-sized Enterprises.
The contemporary education system should, at all its levels, prepare 
young people to become more independent to a much greater extent 
than it was required in the past. First of all, the school or college should 
teach youngsters to solve problems on their own and to develop solution 
strategies, plan their own actions and organize cooperation. An important 
place among the required abilities is occupied by independence in searching 
for information as well as selecting and presenting it to others.
Conclusion
In regional coverage, educated, skilled and creative staff that represent new 
quality standards determine a greater innovation potential of businesses 
and regions conditioning the speed and direction of their development and 
building their competitive advantage. However, without a proper education 
system which is oriented towards development and enhancement of creativity 
among young people, it will be difficult for both entrepreneurs and whole 
regions to supply the expected added value in the offered products.
In search for the ways to activate creativity of the personnel of tourism 
enterprises one should consider the potential of information technologies in 
this field. Facilitation of access to highly-qualified personnel has a tremendous 
importance in the context of the existing human resource shortages on local 
tourism markets. Application of ICT to support acquisition of information from 
the environment is also very important for building personnel creativity. The 
growing sets of data, which are potentially easily available (e.g. data gathered 
in social media domain) require more and more sophisticated solutions 
for their retrieval and analysis. In this context the role of regional tourism 
(institutional) environment cannot be overestimated. Over 90% of tourism 
enterprises in the European Union are firms employing fewer than 10 people. 
For most of them development of any kind of IT support is impossible due 
to lack of necessary resources, including basic technical knowledge. For this 
reason institutions constituting tourism business environment, including
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educational and research ones, should actively engage in creation of the 
necessary info-structure for the transfer of knowledge and information to 
and in tourism sector. Such activities will result not only in the increase of the 
creativity of human resources in tourism, but will also enhance innovation 
processes in the whole tourism industry.
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Abstrakt (in Polish)
Kreatywność, innowacyjność i przedsiębiorczość to hasła, które stały się integralną 
częścią nowoczesnej gospodarki turystycznej. Intensywnie dyskutuje się nad kreatyw­
nością i innowacyjnością gospodarki turystycznej czy też znaczeniem kreatywności 
w biznesie turystycznym. Kreatywność jest dziś bardzo często analizowana, jako 
podstawowa cecha działania w codziennym życiu i pracy oraz coś, czego wręcz wy­
maga się od każdego pracownika. Oznacza to konieczność tworzenia nie tylko przez 
przedsiębiorców, ale przede wszystkim przez system edukacji warunków kształtują­
cych kreatywność ludzi rozumianą, jako to, co pozwala adoptować się, na co dzień 
do zmieniającego się otoczenia i podejmować ryzyko stosowania nowych rozwiązań 
konkretnych problemów. Celem artykułu jest ukazanie roli, jaką odgrywa kreatyw­
ność w rozwoju innowacyjności turystyki, jak również czynników, które wpływają 
na je j podnoszenie. W artykule analizie zostaną poddane przede wszystkim czynniki 
związane z dostępnością wykwalifikowanych kadr na lokalnym rynku pracy, a także 
informacyjna struktura firm turystycznych.
Słowa kluczowe: kreatywność, innowacyjność, technologie informacyjno-komunika- 
cyjne, współpraca.
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